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ANALISIS PENGARUH RELATIONSHIP
SATISFACTION TERHADAP LOYALITAS MELALUI
TRUST, COMMITMENT, DAN BRAND ATTITUDE
PADA HARYONO TOURS AND TRAVEL SURABAYA
ABSTRAK
Peningkatan  pengunjung  hotel  di  Indonesia  membuat
peningkatan  bisnis  tour  dan  travel.  Kemudahan  dalam
mengakses  website melalui  internet  membuat  travel  agen
memanfaatkan  kesempatan  tersebut.  Salah  satu  travel  yang
memanfaatkan internet dalam proses penjualan adalah Haryono
Tours and Travel. Haryono Tours and Travel memiliki website
B2B  untuk  melakukan  transaksi  pembelian  dan  penjualan
kamar hotel  di Indonesia.  Tujuan penelitian ini  adalah untuk
mengetahui  pengaruh  Relationship  satisfaction terhadap
loyalitas  pelanggan  melalui  kepercayaan  (trust),  komitmen
(commitment)  dan  brand  attitude pada  Haryono  Tours  and
Travel  Surabaya.  Sehingga  dapat  diketahui  faktor  yang
mempengaruhi  loyalitas  pelanggan  agar  pelanggan  tidak
berpindah ke travel agen lain.
Metode  penelitian  dengan  menggunakan  survei  yang
dibagikan secara online. Pengisian survei akan menggunakan
google form.  Kuisioner  akan dikirim melalui  email  ke hotel
yang menggunakan  website B2B Haryono Tours  and Travel.
Teknik analisis yang digunakan adalah menggunakan metode
Structural Equation Modeling (SEM) dengan bantuan program
AMOS.  Responden  yang  diambil  berasal  dari  pengguna
Website B2B Haryono Tours dan Travel.
Hasil penelitian menunjukkan bahwa terdapat pengaruh
relationship satisfaction terhadap kepercayaan (trust), terdapat
pengaruh  kepercayaan  (trust)  terhadap  komitmen
(commitment),  brand  attitude dan  loyalitas  pelanggan,  dan
terdapat pengaruh komitmen (commitment) dan brand attitude
terhadap loyalitas pelanggan.
xvi
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SATISFACTION OF LOYALTY THROUGH TRUST,
COMMITMENT, AND BRAND ATTITUDE
AT HARYONO TOURS AND TRAVEL SURABAYA
ABSTRACT
Increased  visitors  to  hotels  in  Indonesia  make
improvement at tour and travel business. Ease in accessing the
website via the Internet make travel agents take advantage of
the opportunity.One of travel agent that use the Internet in the
sales process is Haryono Tours and Trvel. Haryono Tours and
Travel has a B2B website to make purchases and sales of hotel
rooms in Indonesia. The purpose of this study was to determine
the effect Relationship satisfaction to customer loyalty through
trust, commitment and brand attitude on Haryono Tours and
Travel Surabaya. To find out the factors that affect customer
loyalty so that customers do not switch to other travel agents.
The  research  method  by  using  a  survey  distributed
online use google form. Questionnaires will be sent via email
to  the  hotel  who  using  a  B2B  website  Haryono  Tours  and
Travel.  The  analysis  technique  used  is  Structural  Equation
Modeling (SEM) with AMOS program assistance. Respondents
obtained  from users website B2B Haryono Tours.
The results  show that  there  are  significant  influence
relationship  satisfaction  of  the  trust  (trust),  there  are
significant  influence  trust  of  the  commitment,  brand attitude
and  customer  loyalty,  and  there  are  significant  influence
commitment and brand attitude towards customer loyalty.
Keywords:  B2B,  Relationship  Satisfaction,  Customer
Loyality, Trust, Commitment, Brand Attitude
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